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“The first aid market is expected to grow steadily into
2018. To accelerate market growth, companies should

focus on the needs of aging consumers, better engage with
low-product usage groups like Blacks and Hispanics, and

encourage consumers to be more prepared to treat injuries,
especially on-the-go.”

– Gabriela Elani, Home & Personal Care Analyst

This report looks at the following areas:

• Focus on needs of aging consumers
• Increase outreach to Blacks and Hispanics
• Encourage greater consumer preparedness, especially on-the-go

Total US retail sales for the first aid products market are $3.1 billion in 2013. The market was largely
untouched by the recession and subsequent recovery years. This is due to first aid staples, such as
adhesive bandages and antiseptic treatments, having a high incidence of household use due to
consumers needing treatment options for minor wounds and injuries. Category growth in the coming
years will continue to be driven by this need. Mintel expects that sales will grow slowly and steadily in
the next years, growing by an additional 12% during 2013-18. By 2018, sales are projected to reach
$3.5 billion.

Though the market is growing, expanding usage occasions and getting consumers to spend more on
products is a challenge because this is a commodity category for most consumers. Private label is the
top player in two out of the three product segments because consumers are mainly shopping by price.
Consumers are also not using products beyond when they need to treat wounds/injuries and aren’t
looking for new product benefits. Addressing the needs of aging consumers who are using products
such as muscle/joint support devices at increased rates and focusing on on-the-go preparedness are
two strong opportunities for the category.

The key topics of focus for the 2013 report include understanding consumers’ incidence of wounds/
injuries in the past six months, along with their current first aid product use and shopping behaviors. In
addition, this report will explore what types of opportunities exist for companies and brands to grow
consumers’ current first aid product repertoire and how brands can encourage consumers to be more
prepared for potential first aid needs both inside and outside the home.

This report builds on the analysis presented in Mintel’s First Aid—US, September 2012 and previous
reports with this same title in July 2010, July 2008, and September 2002.
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Figure 50: Key purchase measures for the top brands of first aid ointment/antiseptics, by household penetration, 52 weeks ending
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Figure 57: First aid products in the home, by gender, September 2013
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Figure 59: First aid products in the home, by household income, September 2013
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Appendix – Other Useful Consumer Tables
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Figure 79: First aid products purchased less than six months ago, by race/Hispanic origin, September 2013

Figure 80: First aid product management, by race/Hispanic origin, September 2013

Appendix – Trade Associations

Report Price: £2466.89 | $3995.00 | €3133.71

First Aid - US - December 2013

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/637802/
mailto:oxygen@mintel.com

	First Aid - US - December 2013
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Scope and Themes
	Executive Summary
	Issues and Insights
	Trend Application
	Market Size and Forecast
	Market Drivers
	Segment Performance
	Retail Channels
	Leading Companies
	Brand Share – First Aid Accessories – Bandages, Cotton Balls/Swabs, Tape, and Gauze
	Brand Share – First Aid Accessories – First Aid Kits and Thermometers
	Brand Share – First Aid Treatments
	Brand Share – Muscle/Joint Support Devices
	Innovations and Innovators
	Marketing Strategies
	Wounds/Injuries Experienced
	First Aid Product Ownership
	Brand Usage
	Shopping for First Aid Products
	Purchase Frequency
	First Aid Product Management
	First Aid Knowledge
	Race and Hispanic Origin
	IRI/Builders – Key Household Purchase Measures
	Appendix – Other Useful Consumer Tables
	Appendix – Trade Associations



